The paper investigates the cultural characteristics associated with female massage sources in print advertisements using Schwartz's Portrait Values Questionnaire (PVQ) 
Introduction
Advertising research shows that the image of a message source (i.e., the central person in an advertisement) is an important influencer of attitude formation and change. Explanations from theories of attitude formation and change suggest that consumer assessments of message source characteristics help determine the process by which consumers respond to an advertising message and the depth and duration of persuasive effects (Kelman 1961) . Message source effects are therefore an important topic for research in advertising and consumer research (e.g., Clark, Evans, & Wegener 2011) . In particular, the portrayal of women is an important subtopic in the source effects literature (Coltrane & Messineo 2000; Courtney & Lockeretz 1971; Davis 1990; O'Kelly & Bloomquist 1976) . Research in this subtopic is motivated by at least two factors. Firstly, media portrayals of women can provide insights into the social and cultural condition regarding the treatment of women and provide an indication of the roles, status, and relative power of women (Hovland, MacMahan, Lee, Hwang & Kim, 2005) . Secondly, advertisements influence consumers' values and attitudes regarding the role and status of women in society (McCombs, Llamas, Lopez-Escobar & Rey 1997) .
In this paper, we examine a sample of advertisements drawn from Drum magazine, a leading South African general interest family magazine targeted primarily at black readers. In the examination of these advertisements, we use subjective assessments of cultural content in the advertisements by independent coders selected from the magazine's target market. The cultural assessments were based on Schwartz's Portrait Values Questionnaire (PVQ) (Schwartz et al. 2001) . The objective of this paper is to identify patterns in the portrayal of women in print advertisements based on the cultural characteristics associated with the women's images.
Literature Review
Society and social behaviour can be explained in part by examining everyday forms of social interaction including those depicted in advertisements (Goffman 1979; Schaeffer & Lamm 1992) . Advertisements tend to portray traditional gender roles regarding women and men. For example, men and masculinity are profiled as all-important, dominating, and workplace oriented while women and femininity are profiled as nurturing, compliant, and home and housekeeping oriented (Connell 1987) . According to identity theory, individuals construct shared meanings through interactions with others, including the interactions seen in advertisements (Charon 1995) . Identity theory posits that identities such as one's gender identity are constructed from, reinforced, and validated by different types of information that an individual encounter in life (Milkie 1994) . Advertisements are among the many factors that influence people encounter and impact on people's expectations, attitudes, opinions and behaviours (Cortese 1999) . Hence, the portrayal of women in advertisements is an important topic for research.
Researchers attribute the learning that people acquire from advertisements to two theories of socialisation namely social learning theory (Moschis & Churchill 1978) and cultivation theory (Gerbner, Gross, Morgan & Signorielli 1986; Morgan & Signorielli 1990) . According to social learning theory (Bandura 1977) , people learn from observing others. Advertisements also present opportunities for social learning, as consumers observe the values, attitudes, beliefs and behaviours of people portrayed in the visual images and text of advertisements. Cultivation theory explains that beliefs and attitudes acquired through long-term exposure and interaction with socialisation agents such as advertising influence perceptions of social reality (Gerbner, et al. 1986; McQuail 2000; Morgan & Signorielli 1990) . Thus, distortions and stereotypes in advertisements may influence consumers' perceptions of reality (McQuail 2000) . Cultivation theory also suggests that how people are portrayed may influence how they come to perceive themselves and relate to others in society (Shrum 1996) . Therefore, the cultural characteristics associated with message sources in print advertisements potentially contain important information from which people learn.
Cultural characteristics of in advertisements
Cultural values are known to correlate with consumer behaviour (Henry 1976) . In marketing, culture may be operationalised by using values (Usunier & Lee 2009 ). An important theory regarding values is the value contents and structure theory (Schwartz 1994; Schwartz, et al. 2001 ) (Its theoretical contents are summarised in Table 1) . Values are enduring, desirable transsituational goals that vary in importance and serve as guiding principles in the life of a person or other social entity (Rokeach 1973; Schwartz 1994) . "Implicit in this definition of values as goals is that (1) they serve the interests of some social entity, (2) they can motivate action -giving it direction and emotional intensity, (3) they function as standards for judging and justifying action, and (4) they are acquired both through socialization to dominant group values and through the unique learning experiences of individuals" (Schwartz 1994: 21) . The safety of his country is very important to him. He wants his country to be safe from its enemies.
Source: Schwartz et al. (2001: 521) Schwartz's PVQ explains the contents and structure of human values, in which compatibilities and conflicts can be represented by proximity or opposition in a circular structure of relations. The ten motivational types of values, which are summarised in Table 1 , may be summarised by two orthogonal dimensions of values namely self-enhancement vs. selftranscendence, and openness to change vs. conservation. According to Schwartz (1992: 43) , the self-enhancement vs. self-transcendence orthogonal dimension of values refers to "values in terms of the extent to which they motivate people to enhance their own personal interests (even at the expense of others) versus to transcend selfish concerns and promote the welfare of others, close and distant, and of nature". The values types that make up the self-enhancement value domain and the self-transcendence value domain are power and achievement, and benevolence and universalism respectively. On the self-enhancement vs. self-transcendence orthogonal dimensions the self-enhancement values are in conflict with the self-transcendence values. The resultant self-transcendence on this dimension is determined by assessing the extent to which a person prioritises self-transcendence values over self-enhancement values (i.e., resultant self-transcendence = self-transcendence -self-enhancement). The openness to change vs. conservation orthogonal dimension refers to "values in terms of the extent to which they motivate people to preserve the status quo and the certainty it provides in relationships with close others, institutions, and traditions versus following their own emotional and intellectual interests in unpredictable and uncertain directions' (Schwartz 1992: 43) . The values types that make up the openness to change value domain and the conservation value domain are self-direction, stimulation and hedonism, and tradition, conformity, and security, respectively. On this orthogonal dimension, the openness to change values are in conflict with the conservation values. The resultant conservation on this dimension is determined by assessing the extent to which a person prioritises conservation values over openness to change values (i.e., resultant conservation = conservation -openness to change).
Values are the most widely used construct in the study of culture (Hofstede 1984; Rokeach 1973; Schwartz 1994 ) that is used to describe and explain cultural differences. They are influenced by the culture in which the individuals or groups reside (Hofstede 1984; Rokeach 1973; Schwartz 1994 ) and tend to be relatively stable and consistent over time (Rokeach 1973; Schwartz 1994) .
South African values
In studies involving large and nationally representative samples, Burgess (2002) found that the PVQ scale was reliable and valid, and that the value priorities of South Africans and the four Apartheid legacy race groups (i.e., White, Black, Coloured and Asian) were remarkably stable for the years 1997-2001. Burgess (2002) also found the relative ordering of value priorities to be very similar across groups ( Table 2) . Irrespective of race, the three most important values were security, benevolence, and universalism. The three least important values on the other hand were stimulation, hedonism, and achievement. In a study of South African social axioms and values in a large, representative metropolitan sample, Burgess (2011) found that the value priorities of South African population remained remarkably stable in all groups. It is not evident that these value priorities and social axioms in the general population groups of South Africa as discussed above would be found in the images of women in advertisements in a general interest magazine such as Drum. It is this question that this study addresses. The importance of understanding the cultural characteristics associated with women in advertisements as central characters is premised on the assumption that how women are portrayed influences the persuasiveness of advertisements and how the advertisements are processed. 
Methodology
The objective of this paper was to identify patterns in the portrayal of women in print advertisements. To realise this, the study sought to assess the images of females portrayed as a message source in advertisements in Drum magazine for the cultural characteristics associated with the message sources a case study approach was chosen. Advertisements were collected from randomly chosen years and issues of Drum magazine. Using content analysis techniques, advertisements featuring female message sources were examined by a set of coders were drawn from the magazine's target audience. The coders assessed the advertisements for cultural information using a standard set of cultural statements based on the PVQ.
Sample
The sample universe for this study is all the advertisements that appeared in Drum magazine in the period 1981-2010 that met the following criteria. After pretesting, it was decided to exclude any advertisements in which the women portrayed were smaller than 4.5 centimeters. Advertisements larger than a full page were also excluded because it proved difficult to capture the images for testing. Multistage sampling was used as follows. First, a year was randomly selected. The next step was to select a random sample of months from which advertisements were selected. For each month selected, a census of qualifying advertisements was included in the sample. This sampling procedure resulted in a sample of 244 advertisements. Duplicate advertisements (i.e., defined as advertisements that are similar in all aspects and appear more than once in the same year) were excluded.
Content analysis
The quantitative content analysis approach was used. Coders assessed advertisements for a standardised set of cultural characteristics based on the PVQ (Schwartz, et al. 2001) . Coders were asked to examine the advertisements and indicate whether, in their view, each value (as detailed in Table 1 ) is important or not as a guiding principle in the life of the primary woman in the advertisement on a three-point Likert scale (0 = Not important, 1 = A little important, and 2 = Very important). The coders were also provided the opportunity to code "I don't know" where they were not sure about a cultural characteristics presence in an advertisement. However, this response was not used by any of the coders for any of the advertisements.
Results

Intercoder Reliability
Intercoder reliability was assessed using Krippendorff's reliability index, (alpha). Krippendorff's reliabilities were determined for each of the variables. Though there are many measures of reliability (Lombard, Snyder-Duch & Bracken 2004 ), Krippendorff's is advantageous because it can be used for different scales of measurement, for multiple coders, for data sets that have missing data, and it addresses all the criteria that are required of good measures of reliability (Hayes & Krippendorff 2007) . In content analysis, researchers differentiate between objective content (information on the surface level that can be measured objectively) and subjective content (information that must be inferred subjectively from image content). Unlike objective content, which is more concrete, content analysis of subjective content relies on personal opinion to interpret (Potter & Levine-Donnerstein 1999) . This has implications for levels of agreement between coders. In this paper, the cultural characteristics are measured at the subjective level. Considering that value types and domains are fuzzy rather than discrete factors (Schwartz 1994) and that there may be meaning differences across the population or between people (Burgess 2011), more disagreements were expected amongst the coders. Two adult coders (a female and male) drawn from Drum's target market and who are familiar with the magazine were used to undertake the coding. These coders were trained by the researchers in the type of subjective content of interest. Though the literature does not provide standards of acceptable reliability, it provides rules of thumb to facilitate assessment of inter-coder reliability. The levels of acceptable reliability reported by Bereleson (1952) range from 66% to 95%. Kassarjian (1977) recommends that studies with reliability coefficients of less than 80% should be treated with caution. Lombard and colleagues argue that coefficients of less than 0.70 are acceptable in exploratory research (Lombard, Synder-Duch & Bracken 2002) . The data collected for all the 244 advertisements was assessed for intercoder reliability on each of the ten PVQ value constructs using Krippendorff's . This resulted in intercoder reliabilities ranging from 0.95 to 1.00. These levels of reliability are acceptable according to Bereleson (1952) , Kassarjian (1977) , and Lombard and colleagues (2002) .
Configural verification
Since the theorised circumplex structure of value relations is incompatible with structural equation modelling approaches (see Burgess 2011) , fit of the data collected in this study to the theorised structure of nomological value relations was assessed by using the configural verification approach (Schwartz, et al. 2001) , which employs smallest space analysis (Guttman 1968) . Smallest space analysis (SSA) is a nonmetric multidimensional scaling technique. Fit to the theorised structure is assessed using Kruskal's 1964 stress fit index, which measures deviance from a theorised dimensional structure, and by observing the location of the value types in relation to their theorised order on the circular structure (Schwartz 1994) . Using Statistica 9 (Statsoft, Inc., 1984 -2009 , the fit of the Pearson intercorrelations matrix of value relations to a two-dimensional SSA model (stress = .12) met the criteria of .14, suggested by Schwartz (1992) as an indicator of good fit (see Table 3 ). As noted earlier, value types in closest proximity on the circular structure are most compatible in their motivational content, while value types with conflicting motivational types are expected to be located in opposition. Small departures from the theorised structure are expected due to differences in meaning across culture. These small departures are more evident when samples of less than 400 cases are used (Schwartz 1992) as in the present research. Inspection of the SSA plot (Figure 2 ) also suggests a good fit to the theorised structure. For example, the order in which the value types power and achievement appear is the same as predicted by the theoretical model. In the openness to change value domain, the value types hedonism, stimulation, and self-direction are adjacent to each other, but their order of appearance has changed to self-direction, hedonism, and stimulation. The location of self-direction here suggests that it is perceived as a self-enhancement value. This is reasonable given that amongst low income consumers, the pursuit of self-direction may be interpreted as prioritising self-interest and therefore part of the self-enhancement value domain. In the self-transcendence value domain, benevolence emerges jointly with security while universalism takes the place of security. The location of security in the self-transcendence value domain is not in line with the theory and structure of values, but it is not novel in the study of values amongst black South Africans. Schwartz, et al (2001) also found this unusual location of security in the self-transcendence value domain. Except for security which emerged in the selftranscendence region, the value types in the conservation value domain appear as expected according to the theory and structure of values.
The SSA results are impressive considering that people can be expected to report their own values far more accurately than the values of strangers that they observe in advertisements. Also, advertisements often present contrived or fictional situations in which values may be unrealistically portrayed. It is therefore possible that incompatible value types may be crafted into the same advertisement and be perceived by the coders. These points highlight the danger of interpreting these results without regard to the context of the study. Based on the criterion that the maximum possible separation between any pair of values is two places in either direction on the circular structure (Schwartz & Bilsky 1990) , the SSA results indicate a good fit to the theorised structure. 
Univariate Statistics
The advertisements in the sample represented a range of product categories with health and beauty products accounting for 49.6% of the 244 advertisements analysed, followed by food and financial services at 9.4% and 9.0% respectively (Table 4 ). An analysis of the types of advertisement showed that 92.2% of the advertisements are for non-housekeeping products, 72.1% are for gender-neutral products used by both men and women, and that though some advertisements featured home settings (13.5%) and work settings (6.1%), most of the advertisements featured staged settings (80.3%). 
Subjective assessment of the cultural characteristics
The mean ratings and standard deviations regarding the value types are presented in Table 5 . Achievement scored the highest mean rating (M = 1.51, SD = 0.785) followed by power (M = 1.08, SD = 0.847) in the self-enhancement value domain (M = 1.29, SD = 0.616). These findings reveal that the advertisers through message sources in the advertisements placed in Drum magazine emphasise the following value types in order of priority. Firstly, achievement is the most emphasised value type. This is evident when the message sources in the advertisements convey the message that personal success is important and can be realised through demonstrating one's competence in performing the appropriate tasks, and thus achieving some social esteem. Secondly, power is the next most emphasised value type. This is seen when the advertisements also convey the message that social status, prestige, and control over resources including people are important and can engender social esteem. 
Discussion and Conclusion
The objective of this paper was to identify patterns in the portrayal of women in print advertisements. To realise this, the study sought to assess the images of females portrayed as a message source in advertisements in Drum magazine for the cultural characteristics associated with the message sources. We know from previous studies that the value priorities of South Africans emphasize, in order of importance, security (in the conservation value domain), benevolence (in the self-transcendence domain), and universalism (in the self-transcendence value domain) (Burgess 2002) . Another study on value priorities found that the most emphasised values, in order of importance, were security (in the conservation value domain), self-direction (in the openness to change value domain), and benevolence (in the self-transcendence value domain) (Burgess 2011) .
In this study, we found that that the values prioritised in the advertisements were power and achievement (in the self-enhancement value domain. The prioritisation of self-enhancement values in the advertisements means that the messaging was designed to motivate and encourage consumers to "enhance their own personal interests (even at the expense of others)" (Schwartz 1992: 43) by pursuing power and achievement value types. This suggests that the portrayals of message sources focussed on self-interest (the underlying motivational factor in self-enhancement values). However, the findings on self-enhancement values appear to be at variance with the kind of ubuntu-inspired values one would expect to find amongst the readers of Drum. The cultural concept of ubuntu reflects the communal nature of living in African communities. Ubuntu is about the interconnection between the people, their common humanity, and their responsibility to each other (Nussbaum 2003) . It encourages supportiveness, communism, cooperation (Koster 1996) , compassion, reciprocity, dignity, harmony, and humanity (Nussbaum 2003). Self-interest is expected to be suppressed according to the norms of ubuntu (Mangaliso 2001) . As aspects of ubuntu find expression in all spheres of like including social relations, one expects aspects of ubuntu to be evident in advertisements in a magazine like Drum that is targeted at predominantly black African readers. While self-enhancement has self-interest as the underlying motivational factor (Schwartz 1992) , ubuntu, similar to self-transcendence values, is about community, sharing, and concern for other. The employment of self-enhancement values in this context suggests that advertisers sometimes employ messages that may be perceived as conflicting in advertisements. This could also prove to be a hindrance to the persuasive effectiveness of the advertisements.
As a source of social influence, advertisements affect consumers through any of three processes, namely compliance, identification, and internalisation (Kelman 1961) . The last two are particularly important in the case of this study because they imply that in order to maximise the persuasive effects of advertisements, the advertiser has to employ message sources that enhance the potential for identification and internalisations by the target consumers. In order for identification to take place, consumers must find the message source attractive. For internalisation to take place there must be an alignment between the consumers' value systems and those of the social influence or message source. Messages that fail to foster identification and internalisation are more likely to ineffective and to increase the elaboration demands on the consumer. The use of messages that conflict with consumers' value systems could be a call for more research to understand the consumer behaviour of the target better. This is important because the target consumers and advertising practitioners who in the main belong to what Burgess and Steenkamp (2006) refer as the "urban elite" may not always have shared meanings and values. This paper has two main limitations. First, the sample of advertisements used was drawn from one magazine only. This limitation offers an opportunity for future research focusing on advertisements from a broader spectrum of magazines covering more diverse audiences. The second limitation is that it focused exclusively on women as message sources. A gender perspective would have required the inclusion of male message sources for comparison purposes and to acknowledge that the way women are portrayed is influenced power relations in society. This limitation also presents an opportunity for future studies to undertake content analyses of advertisements featuring both female and male message sources.
